Abstract: The purpose of this paper is to explore the relationships among service quality features (responsiveness, assurance, and empathy), perceived value and customer satisfaction in the context of Malaysia. The empirical data are drawn from 102 members of an academic staff of a Malaysian public institution of higher learning using a survey questionnaire. The results indicate three important findings: firstly, the interaction between perceived value and responsiveness was not significantly correlated with customer satisfaction. Secondly, the interaction between perceived value and assurance also did not correlate significantly with customer satisfaction. Thirdly, the interaction between perceived value and empathy correlated significantly with customer satisfaction. Thus the results demonstrate that perceived value had increased the effect of empathy on customer satisfaction, but it had not increased the effect of responsiveness and assurance on customer satisfaction. In sum, this study confirms that perceived value act as a partial moderating variable in the service quality models of the organizational sample. In addition, implications and limitations of this study, as well as directions for future research are discussed.
expectation (Foster, 2004; Heininen, 2004; Walker et al., 2006) . In a service management framework, many researchers are in tandem that responsiveness, assurance, empathy, perceived value and customer satisfaction are distinct constructs that are highly interrelated. For example, the ability of an organisation to incorporate the use of responsiveness, assurance and empathy in the delivering services will inadvertently promote an increase in customer perceptions of value; and this in turn will motion a higher level in customer satisfaction (Parasuraman et al., 1988; Sureshchandar, 2000; Sureshchandar et al., 2002) .
Even though many studies have been carried out in this area of research, little is known about the moderating effect of perceived value in service quality models.
Most studies have found that the mediating role of perceived value has been less emphasized in previous quality system research. This is because of an over emphasis of a segmented approach in analyzing service quality features, the heavy reliance on a direct effect model testing, and negligence pertaining to the role of human needs and expectations in developing previous service quality models (Bitner, 1990; Caruana et al., 2000) . Consequently, the findings from such research approaches may not highlight the influence of perceived value as a moderating variable in service quality literature (Eggert & Ulaga, 2002; Sureschchandar et al., 2002) .
The current study has three major research questions: first, which features of service quality may affect customer satisfaction? Second, which features of service quality may affect perceived value? Finally, does perceived value affect the doi:10.3926/jiem.2009 .v2n1.p230-250 ©© JIEM, 2009 -2(1): 230-250 -ISSN: 2013 Exploring the relationships among service quality features, perceived value and customer satisfaction relationship between service quality features and customer satisfaction? Hence, this study is conducted to measure three main objectives: first, the relationship between the service quality features and customer satisfaction. Second, the relationship between the service quality features and perceived value. Lastly, the moderating effect of perceived value in the relationship between service quality features and customer satisfaction that occurs in one selected Malaysian public university in East Malaysia. For confidential reasons, the name of the institution is kept anonymous.
The remaining discussions of this paper are structured as follows: first, to elaborate the related literature review and research hypotheses. Second, to describe the methodology and procedure involved in conducting the study; and finally to discuss the results of hypothesis testing and conclusion.
Literature review and research hypotheses
Several studies about soft quality programs in Western organizational settings show that service quality may both, directly and indirectly, affect customer satisfaction. In terms of direct relationship perspective, Bitner (1990) examined the quality service based on a sample of 145 tourists and found that service quality was an important antecedent of customer satisfaction. In addition, Caruana et al. (2000) conducted a research comprising 80 personal interviews with customers of an audit firm and found that service quality positively correlated with perceived value. Hence, it can be hypothesized that:
There is a positive relationship between responsiveness and customer satisfaction contribute to an increased level of customer satisfaction.
The service quality research literature is consistent with the notion of perceived quality models. For example, Parasuraman et al. (1985) state that a conceptual service quality model highlights that the match between service quality standards and customers' standards may decrease service performance gap and increase customer perceived value about the quality systems. Consequently, it may lead to higher customer satisfaction. This literature has been used to develop the conceptual framework for this study as shown in Figure 1 . Based on the framework, it can be hypothesized that:
Independent variables
Service quality features  Assurance institution of higher learning in East Malaysia (HIGHINSTITUTION), where a center for teaching and learning (central teaching building) has been established to develop and manage sophisticated teaching and learning facilities for the educational institution. This center uses teaching and learning quality standards set by the Ministry of Higher Education, Malaysia, to establish and manage lecture theatres and lecture halls in the target educational institution.
In order to understand the nature of quality service, in-depth interviews are first conducted involving four experienced officers comprising of an assistant registrar, an information systems manager, an assistant administrative officer and a supporting staff. All of them are currently in active employment at the center. They are selected based on purposive sampling where the employees possess adequate knowledge and experience in the area of designing and administering quality service programs. The information garnered from such employees has helped the researchers to understand the nature of quality service policies and procedures, employees' perceptions of value about service quality and customer satisfaction characteristics, as well as the relationships between such variables in the target institution. After refining, categorizing and comparing the information with relevant theoretical and empirical evidence, the information was used as a guideline to develop the content of survey questionnaires for a pilot study. Next, the pilot study is conducted by discussing survey questionnaires with five experienced academic staff with a sound background knowledge and experience in social sciences, humanities, sciences and technology. The information is then used to verify the content and format of a survey questionnaire for the actual research. 
Measures
Back translation technique was used to translate the content of the questionnaire in Malay and English in order to increase the validity and reliability of the instrument (Wright, 1996) . The survey questionnaire was developed based on the modification of SERVQUAL instrument (Parasuraman et al., 1985) . This questionnaire consists of three major sections: firstly, responsiveness was measured using 4 items. The items used to measure this variable are (1) repair teaching and learning facilities, (2) assist academic staff in operating teaching and learning facilities, (3) booking system for lecture halls and/or lecture theatres and (4) ready to assist academic staff if needed. Secondly, assurance was measured using 3 items. The items used to measure this variable are (1) confidence in the service provider, (2) comfortable in dealing with the service provider and (3) efficiency in providing services. Thirdly, empathy was measured using 3 items.
The items used to measure this variable are (1) understandable about academic staffs' needs; (2) put a priority in monitoring central teaching buildings and (3) ability in fulfilling the requests of the academic staff.
Fourthly, perceived value has 3 items that have been modified from service quality related perceived value (Caruana et al., 2000; Foster, 2004) . The items used to measure this variable are (1) teaching and learning facilities are useful for teaching and learning, (2) teaching and learning facilities help to improve teaching and learning and (3) teaching and learning spaces are comfortable for teaching activities. Fifthly, customer satisfaction has 4 items that are modified from service quality related customer satisfaction (Bitner, 1990; Eggert & Ulaga, 2002; Walker et al., 2006) . The items used to measure this variable are satisfaction or dissatisfaction with (1) the service provider's attitude and behavior, (2) the ability of the service provider's treatment of the academic staff, (3) the ability of the service provider to communicate with the academic staff and (4) the willingness of the service provider to maintain the teaching and learning conditions of the central teaching buildings. All these items are measured using a 7-point Likert scale ranging from 'very strongly disagree' (1) to 'very strongly agree' (7). Demographic variables are used as a controlling variable because this study is focused on employee attitude. 
Sample
The unit of analysis for this study is the 800 members of the academic staff who are in employment at the HIGHINSTITUTION in East Malaysia. In the first step of data collection procedure, the researchers met the university's HR department to find out about the rules for distributing the survey questionnaire to the academic staff. Considering the organizational rule, a quota sampling was used to determine the sample size based on the length of the study and the budget constraint involving the 120 academic staff. Further, a convenient sampling technique was used to distribute the 120 questionnaires to the academic staff of all the faculties at the main campus of the university. From that number, a total of 102 survey questionnaire were returned to the researchers yielding an 84 percent response rate. The survey questionnaire were answered by the participants by consent and on a voluntarily basis.
Data analysis
A statistical package for social sciences (SPSS) version 15.0 was used to analyze the data from the questionnaire. Firstly, exploratory factor analysis (EFA) was used to assess the validity and reliability of measurement scales (Hair, Anderson, Tatham, & Black, 1998) . Secondly, Pearson correlation analysis (r) and descriptive statistics were conducted to determine the collinearity problem and the usefulness of the data set. Finally, a hierarchical regression analysis, as recommended by Cohen and Cohen (1983) , was used to measure the moderating effect of perceived value in the hypothesized model. Moderating effect is an interaction that shows the degree of relationship between the independent variables and dependent variables and that will change if other variables exist in the relationship (Cohen & Cohen, 1983; Jaccard, Turrisi, & Wan, 1990) . The results of an interaction are evident when the relationship between interacting terms and the dependent variable is significant. The fact that the significant main effects of predictor variables and moderator variables simultaneously exist in analysis it does not affect the moderator hypothesis and is significant to interpret the interaction term (Baron & Kenny, 1986) .
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Results

Sample profile
In relation to the sample profile, Table 1 Note: Significant at *p<0.05; **p<0.01; ***p<0.001 Table 2 . "Independent Samples T-Test for the Differences between Gender". 
Validity and reliability analyses for measurement scales
The validity and reliability analyses were conducted based on the procedures established by Hair et al. (1998), and Nunally and Bernstein (1994) . A principal component factor analysis with oblique rotation using direct oblimin was used to determine the possible dimensions of the constructs. Furthermore, the KaiserMayer-Olkin Test (KMO) which is a measure of sampling adequacy was conducted for each variable and the results indicate that it was acceptable. The original survey questionnaire has 38 items which are related to five variables: responsibility (7 items), assurance (7 items), empathy (7 items), perceived value (7 items) and customer satisfaction (10 items). The factor analysis was conducted to condense the 38 items to 17 items. Table 4 . "Results of validity and reliability analyses". Table 4 shows the results of the validity and reliability analyses where (1) all research variables exceeded the minimum standard of Kaiser-Meyer-Olkin's value of 0.6 and are significant in Bartlett's test of sphericity (BTS), (2) all research variables had eigenvalues larger than 1, (3) the items for each variable exceeded factor loadings of 0.40 (Hair et al., 1998) , and (4) all variables exceeded the acceptable standard of reliability analysis of 0.70 (Nunally and Bernstein, 1994) .
These statistical results support the notion of the perceived value theories (Parasuraman et al., 1985) , and empirical studies (Eggert and Ulaga, 2002; Varki and Colgate, 2001) , signifying the goodness of data for this study.
Correlation and regression analysis
As depicted in Table 5 , the mean value for each variable is between 5.01 and 5.43, indicating the level of responsiveness, assurance and empathy, perceived value and customer satisfaction ranging from a level of high (4) Note: Correlation value significant at *p<0.05, **p<0.01, ***p<0.001 Table 6 : "Results for hierarchical regression analysis with perceived value as the moderating variable and customer satisfaction as the dependent variable". 
Discussion and conclusion
The finding for this research shows that perceived value does act as a partial provider. For example, the service provider is given a major responsibility to provide teaching and learning aids for specific purposes such as teaching, conducting seminars, short courses and workshops. Although the service provider may provide teaching and learning equipment, it does not have sufficient equipment to meet the expectations of the academic staff. Besides that, the service provider does not have enough sufficient manpower and therefore will not be able monitor and maintain the equipment needed if there are many functions held at several of the lecture theatres and lecture halls in the central teaching buildings. The inability to manage such teaching and learning facilities may decrease the desired comfort, trust and courtesy of the academic staff when teaching and organizing seminars, short courses and workshops in the central teaching buildings. As a result, it may increase feelings of dissatisfaction and misjudgment about the services from among the members of the academic staff.
This study provides significant implications and impacts on three major aspects:
theoretical contribution, robustness of research methodology, and practical contribution. In terms of theoretical contribution, the findings of this study provide three important elements: firstly, perceived value does positively moderate the relationship between empathy in teaching and learning services on customer satisfaction. In this sense, the inclusion of perceived value in the analysis has increased the effect of empathy in teaching and learning services on customer satisfaction. This finding is consistent with previous studies by Eggert and Ulaga (2002) and Varki and Colgate (2001) . Secondly, perceived value does not moderate the relationship between responsiveness in the delivery of teaching and learning services on customer satisfaction. This result shows that the inclusion of perceived value in the analysis has not increased the effect of responsiveness in teaching and learning services on customer satisfaction. This finding is consistent with studies by Caruana et al. (2000) and Eggert and Ulaga (2002) . Thirdly, perceived value also does not moderate the relationship between assurance in the delivery of teaching and learning services on customer satisfaction. This result demonstrates that the inclusion of perceived value in the analysis has not increased the effect of assurance in the teaching and learning services on customer satisfaction. This finding is not consistent with previous study by Eggert and Ulaga (2002) . In sum, this study has extended previous research conducted in most
Western countries and provided a great potential to understand the notion of doi:10.3926/jiem.2009 .v2n1.p230-250 ©© JIEM, 2009 -2(1): 230-250 -ISSN: 2013 Exploring the relationships among service quality features, perceived value and customer satisfaction Regarding the robustness of the research methodology, the data gathered using service quality literature, the in-depth interviews, pilot study and survey questionnaire have exceeded the minimum standard of validity and reliability analyses and this can lead to the production of accurate and reliable findings.
With respect to practical contributions, the findings of this study can be used as a guideline by the management to improve the design and administration of service should be used to determine accurate performance ratings. As a result, it may lead to increased staff motivation in the workplace. The conceptual and methodological limitations of this study need to be considered when designing future research. Firstly, this study sets up a foundation for research on relationships between service qualities, perceived value and customer satisfaction. It has raised many questions as well as confirming initial propositions.
A few research areas can be further explored as a result of this study. Secondly, the organisational and personal characteristics as a potential variable that can influence perceived value about service quality needs to be further explored. education and position) characteristics may provide meaningful perspectives for the understanding of how individual similarities and differences affect service quality policies within an organisation. Thirdly, the cross-sectional research design has a number of shortcomings; therefore other research designs such as longitudinal studies could be used as a procedure for collecting data and describing the patterns of change and the direction and magnitude of causal relationships between variables of interest. Fourthly, the findings of this study rely too much on the sample taken from a single organizational sector. To fully understand the effects of service quality on individual attitudes and behaviour via its impact upon perceived value, more organisational sectors (e.g., government linked companies, business organizations, and non-profit organizations) need to be used in future study. Finally, other personal outcomes of perceived value such as retention, loyalty and commitment should be considered in future research because they are given more attention in considerable service quality literature (Alexandris et al., 2002; Parasuraman et al., 1988; Walker et al., 2006) . The importance of these issues needs to be further explained in future research.
In sum, the findings of this study confirm that perceived value does act as a partial moderating role in the service quality model of the organisation. These results have partially supported and broadened service quality research literature published in most Western countries. Therefore, current research and practice within service quality models needs to consider individuals' perceived value as a critical aspect of service quality. The findings of this study further suggests that perceived value should be seen as a crucial aspect of service quality where perceived value about service quality may strongly induce positive subsequent personal outcomes (e.g., satisfaction, retention, commitment and thus loyalty). Thus, it may lead employees to maintain and increase academic excellence in higher learning institutions.
